Objective: DrinkWise Australia is an alcohol industry Social Aspects/Public Relations Organisation (SAPRO). We assessed the Australian public's awareness of DrinkWise, beliefs about its funding source, and associations between funding beliefs and perceptions of DrinkWise.
. They combine the resources of multiple alcohol companies to promote policies and interventions most favourable to the industry. [1] [2] [3] [4] [5] SAPROs advocate for industry self-regulation of marketing and advocate against measures that are effective in reducing consumption, including higher taxes and policies to restrict marketing and availability. [1] [2] [3] [4] [5] [6] [7] [8] [9] From their analysis of the impact of the alcohol industry in Africa, Babor and colleagues (2015) argue that the net consequence of SAPRO activities is likely to be the increased physical (e.g. ease of access), social (e.g. favourable social norms), economic (e.g. lower cost), and psychological (e.g. individual preferences) availability of alcohol. 5 However, the lack of appropriate data means these effects can be difficult to demonstrate or quantify. 5 DrinkWise Australia describes itself as an independent, not-for-profit organisation, and states that its mission is to create a healthier and safer drinking culture in Australia. 10 When first established, DrinkWise received $5 million in funding from the alcohol industry and $5 million over four years from the Australian Government. 3 Since late 2009, DrinkWise has been entirely funded by alcohol producers, distributors and retailers. The alcohol producers that contribute to DrinkWise are responsible for around 80% of alcohol sales in Australia. 10, 11 DrinkWise is governed by a board; six of the 13 current members represent the alcohol industry.
Other board members include physicians and former politicians and public officials. 12 DrinkWise has primarily involved itself in the development and delivery of public education interventions. Since 2006, DrinkWise has developed and aired four mass media campaigns purportedly aimed at reducing youth exposure to alcohol by targeting parents ('Kids Absorb Your Drinking' 13 and 'Kids and Alcohol Don't Mix'), 14 decreasing the social acceptability of drunkenness among young adults ('How
To Drink Properly'), 15 and encouraging moderate drinking at sporting events ('You Won't Miss a Moment'). 16 In addition, DrinkWise released a set of consumer information labels in 2011 to be voluntarily placed on alcohol containers. 11, 17 However, these warning labels have been criticised for being weak, ambiguous and failing to clearly identify harms associated with alcohol use. 17 A recent online survey found minimal awareness of the labels among Australian adults, 18 most likely reflecting the infrequent adoption of the voluntary labels by the alcohol industry. 19 There are concerns that these campaigns and labels may ultimately serve to benefit the industry more than public health by encouraging -rather than discouraging -consumption, delaying or displacing more effective campaigns and warning labels from governments and public health organisations, and/or enhancing the reputation of DrinkWise (and through it, the alcohol industry). [1] [2] [3] [6] [7] [8] [9] 17, [20] [21] [22] [23] [24] [25] The DrinkWise media campaigns and consumer information labels can be regarded as forms of corporate social marketing (CSM). CSM is a strategy that involves directing company resources towards campaigns addressing public health, public safety, community wellbeing, or environmental issues. 7, [25] [26] [27] [28] Even if these campaigns generate some social benefits, the ultimate aim of all CSM is to increase company profits or otherwise create an environment more favourable to the industry. CSM permits companies (and related SAPROs) to build their public profile and present themselves as responsible corporate citizens. 26, 27 Indeed, a description of the launch of the first DrinkWise media campaign, 'Kids Absorb Your Drinking' , stated that one of the campaign objectives was to raise awareness of DrinkWise and increase the organisation's credibility and reputation. 29 Although DrinkWise has been a prominent player in alcohol harm reduction initiatives in Australia for more than a decade, to our knowledge there has been no independent research assessing the public's knowledge or perceptions of DrinkWise. 
Methods

Design and setting
Participants
We recruited a sample of 18-64-year-olds (n=467) who reported consuming alcohol on at least 1-2 days per week on average over the past 12 months; were not currently pregnant or planning a pregnancy; and did not work in health promotion, market research, advertising or the alcohol industry. Quotas were applied to achieve approximately even numbers of males and females.
Respondents were recruited through a national online non-probability panel accredited under the International Organization for Standardization's (ISO) Market, Opinion and Social Research standards (AS ISO 20252). Panel members receive small financial incentives for completing surveys and are sourced using a mix of offline (53% of panel members) and online recruitment methods, providing demographic, behavioural and attitudinal representation of the Australian population. 31 The sample used in the current analyses was recruited as part of a larger study that also collected data from 16-17-year-old nondrinkers and drinkers and 18-24-year-old non-drinkers. For this larger study, 28,766 panel members were sent an email invitation. Of these, 2,909 responded to the invitation and 825 completed the study (1,965 were ineligible and 119 dropped out before finishing the study). Of these 825, 467 met the inclusion criteria for the analyses reported here (i.e. 18-64-year-old weekly drinkers).
Measures
Awareness of DrinkWise
Respondents were presented with a randomly ordered list of six national public health and industry organisations and asked: "Have you ever heard of the following organisations?" (no/yes): DrinkWise Australia; Cancer Council Australia (not-for-profit organisation); Foundation for Alcohol Research and Education (not-for-profit organisation); Heart Foundation (not-for-profit organisation); Public Health Association of Australia (professional membership organisation); and Australian Hotels Association (industry organisation). Measuring awareness of the other organisations helped to minimise the possibility that participants would realise that the focus of the study was on perceptions of DrinkWise Australia and would therefore modify their responses accordingly, and also helped to contextualise the findings relating to DrinkWise.
Beliefs about DrinkWise funding
Respondents were asked whether they thought DrinkWise received financial support from each organisation listed above, although this time the list also included "Australian Government" and the generic term, "alcohol companies". Specifically, they were asked: "Please indicate whether you think DrinkWise Australia receives financial support from each of the following organisations. If you have never heard of DrinkWise or the other organisations before, just answer with your best guess. DrinkWise Australia receives funding from…[organisation]" (no/yes). Given that DrinkWise has been entirely funded by the alcohol industry since 2009, we were most interested in whether respondents correctly believed that DrinkWise receives funding from alcohol companies and correctly did not believe it receives government funding (measured using two separate questions).
Perceptions of DrinkWise's reputation
Perceptions of DrinkWise's reputation were measured using three 7-point semantic differential scale items. Semantic differential scales are a series of bipolar adjectives that allow participants to more fully express their opinions about the 
Sample characteristics
Respondents reported their sex, age, parental status, highest level of education completed and how often they had an alcoholic drink of any kind on average over the past 12 months 32 (responses coded into: 1-4 days per week vs. 5-7 days per week). Postcode was used to assign area-based socioeconomic status.
33
Statistical analyses
Descriptive statistics assessed awareness, funding beliefs and perceptions of DrinkWise.
Bivariate logistic regression models tested differences between demographic subgroups and assessed the association between funding beliefs and perceived reputation.
Results
Sample characteristics
As shown in the Supplementary 
Awareness of DrinkWise
Around half the respondents had heard of DrinkWise (48.6%, Figure 1 ). By comparison, the vast majority had heard of the notfor-profit organisations Cancer Council Australia (92.3%) and the Heart Foundation (92.9%), and more than half had heard of the hospitality industry's peak body, the Australian Hotels Association (61.2%). As shown in Table 1 
Beliefs about DrinkWise funding
Among those aware of DrinkWise (n=227), the proportion who correctly believed DrinkWise receives financial support from the [13] [14] [15] [16] and so it may be that this targeted campaign exposure has resulted in an increased prominence of DrinkWise among this group. We also found that more frequent drinkers were significantly more likely to correctly believe that DrinkWise receives industry funding, but awareness of DrinkWise tended to be lower, albeit not significantly so, among those who consumed alcohol at least five days per week compared with those who drank less frequently. Coomber and colleagues (2015) found that more frequent binge drinking was associated with increased odds of having visited the DrinkWise website. 18 Similarly, it may be that because of more frequent exposure to the DrinkWise logo and web address on their alcohol containers, the frequent drinkers who are aware of DrinkWise are especially likely to have visited the DrinkWise website or sought out other information about DrinkWise, explaining why they are more likely to hold correct beliefs about the organisation's industry funding. However, further research is required to investigate why it is that some drinkers are more informed than others about the source of DrinkWise's funding.
Given that this appears to be the first study to explore public awareness and perceptions of an alcohol industry SAPRO, replication of these findings is required within Australia and in other countries where SAPROs have alcohol industry (37.0%) was much smaller than the proportion who incorrectly believed it receives government funding (84.1%).
Believing that DrinkWise was funded by the alcohol industry was significantly more common among those who drank alcohol on at least five days per week (51.0%), compared with those who drank on four or fewer days per week (33.0%). Findings were inconclusive as to whether funding beliefs differed across other demographic sub-groups ( Table 2) .
Perceptions of DrinkWise
Among those respondents aware of DrinkWise (n=227), the majority held a favourable perception of the organisation's credibility (M=5. 
Conclusions
Despite ongoing investment by the Australian alcohol industry in corporate social marketing activities, the study found only moderate awareness of DrinkWise among adult weekly drinkers. However, among those who were aware, misperceptions about the source of the organisation's funding were common. The majority incorrectly believed that DrinkWise Alcohol Perceptions of DrinkWise Australia engaged in public communication activities. One limitation of our study was the relatively small sample size, particularly for analyses limited to those who had heard of DrinkWise. Also, the sample was limited to current drinkers recruited from a non-probability online panel. Non-probability online panels do not provide a random population sample, and so we do not suggest our parameter estimates represent the national population statistically. However, we note the similarity between our sample's demographic and alcohol consumption characteristics with those of a national benchmark survey. 32 Further research is required to explore whether the same pattern of effects are observed among representative samples of both drinkers and non-drinkers. An additional limitation is our inability to claim evidence of causal associations, due to the study's cross-sectional design. Experimental and longitudinal research should examine whether interventions that correct misperceptions about the source of DrinkWise's funding lead to changes in perceptions of the organisation.
One key implication of these findings is that the drinking public appears easily confused about the funding source and, by extension, credibility of alcohol industry SAPROs. In the Australian case, the initial, short-lived funding arrangement and partnership between government and DrinkWise provided a temporary factual basis that, seven years later, appears to be having a sustained effect in promoting favourable perceptions of the SAPRO's credibility and trustworthiness. This enduring effect of alcohol industrygovernment partnerships has not been sufficiently explored. It may also be the case that the DrinkWise campaigns have been carefully designed to look like a government sponsored message -even while promoting pro-drinking attitudes and behaviours 23 thereby further reinforcing the perceived link between government and DrinkWise. If favourable perceptions of DrinkWise enhance the industry's ability to delay or dilute potentially effective alcohol control policies, it may be to the detriment of public health. 5 With alcohol industry health promotion initiatives set to rise globally (e.g. the world's largest beer marketer recently committed $USD 1 billion over 10 years to, among other things, influence social norms and individual behaviours to reduce harmful alcohol use), 34 governments should consider the feasibility and effectiveness of measures that require the sponsors of corporate social marketing campaigns to disclose their funding sources. Governments should also be cautioned against associating themselves with these industry-led campaigns.
